SPECIAL REPORT 



Broadcasting and cable will pay more than $1 billion for pigskin action this fall; 
BROADCASTING market survey shows $49 million will come from local radio 


By Steve McClellan 


N o one knows what the final 
standings will be, but the pro¬ 
fessional and major college 
football teams will all be winners this 
season in one sense. They will get to 
divvy up more than $1.06 billion in 
payments for TV and radio rights to 
their games. 

The breakdown: about $923 million 
in network payments to the National 
Football League, $91 million for col¬ 
lege and World League TV pacts, $11 
million for local preseason NFL 
broadcast TV rights and, according to 
an exclusive Broadcasting market- 
by-market survey, $49 million for lo¬ 
cal radio rights (see chart, pages 40- 
41)- 

The survey shows radio payments 
up 18% from a year ago, when the 
rights totaled $41,398,000, according 
to league-supplied evidence in an anti¬ 
trust suit brought against it by the New 
York Jets’ Freeman McNeil. 

Also up 18% are 1992 payments for 
national NFL rights. Those for TV 
college pacts and local TV preseason 
NFL are roughly comparable to last 
year. 


Broadcasting’s 1992 radio fig¬ 
ures, based on dozens of interviews 
with broadcast and team executives 
and other sources, represent a 38% 
increase from 1990, when the NFL 
teams earned $35,427,000 in local ra¬ 
dio rights fees, according to data sup¬ 
plied by the league in the McNeil 
case. The 1990 total was down slight¬ 
ly from the $37.2 million in radio 
rights earned in 1989, according to the 
league’s market-by-market breakdown 
of radio revenues for the year. 

The Chicago Bears are now tops in 
the NFL for local radio rights, which 
for 1992 will total a minimum of $4 
million. wGN(AM) is the Bears’ rights- 
holder. There’s a tie for second place, 
with the Dallas Cowboys and the 
Washington Redskins earning $3.5 
million from radio rights to their 
games. The Cowboys are carried by 
KVIL(AM). 

The Redskins will be carried by 
WTEM(AM) and co-owned WGMS(FM), 
which shook up the Washington mar¬ 
ket earlier this year, outbidding long¬ 
time Skins rightsholder wmal(AM) 
(see story, page 25). Rounding out the 
top five are the Los Angeles Raiders, 
which will earn $3.1 million from 


KFI(AM), and the New York Giants, 
which will earn about $2.5 million in a 
deal with wnew(am). 

Rightsholder WGN and the Bears 
signed a new deal effective with the 
1992 season. The estimated $4 million 
per year the Bears will earn was what 
it took for the incumbent to fend off an 
aggressive bid for the Bears by wlup- 
(AM). The winning bid from wGN is a 
revenue-sharing deal with a guaran¬ 
teed minimum. 

Clearly wlup’s interest helped the 
Bears get a record bid from wgn. And 
according to WLUP(AM) general man¬ 
ager Larry Wert, the station’s interest 
in the Bears has not abated. “We took 
a real hard look, and we’ll continue to 
work hard to win the confidence of 
that franchise,” said Wert, indicating 
that the station would make another 
bid in three years when the contract is 
up again. 

In 1989, Dallas was tops in the ra¬ 
dio rights category, with a deal that 
brought in slightly over $3 million that 
year. Washington was second with 
over $2.7 million in payments from 
radio, and the Los Angeles Raiders 
were third with over $2.5 million. 
Rounding out the top five were Chica- 
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go, $2.4 million and San Francisco, 
$2.3 million. 

Four years ago the bottom five in 
the radio rights category were New 
England ($205,000); Houston 
($352,000); Green Bay ($560,000); 
Indianapolis (653,000), and Buffalo 
(708,000). 

The average radio rights fee for 
1992 is $1.75 million. In 1991, ac¬ 
cording to numbers supplied by the 
league in the McNeil case, the average 
local radio revenue per team was 
$1,479,000. In 1989, the average ra¬ 
dio rights fee was about $1,330,000. 

Local preseason television rights are 
all over the lot, but in most cases are 
far below the values of the radio rights 
in those markets. The number of 
games available in a given market var¬ 
ies from one to four, depending on 
how many games are picked up for 
network carriage. 

But at least up to this year, local 
preseason TV rights appear to be 
growing despite the tough advertising 
sales environment. The league has 
supplied numbers in the McNeil case 
indicating that local preseason TV 
rights in 1989 totaled a little more than 
$8.3 million or an average of roughly 
$298,000 per team. In 1990, those 
revenues totaled $11,022,000 and 
grew slightly in 1991, to 
$11,192,000, for an average of about 
$400,000 per team. 

In 1989, according to court records, 
local preseason rights per team ranged 
from zero, in the case of the Minneso¬ 
ta Vikings, to over $ 1.2 million for the 
Denver Broncos. 

Reached last week, Roger Ogden, 
general manager of KCNC-TV Denver, 
said he thought that number was high, 
but did acknowledge that Denver radio 
and preseason television rights tend to 
be among the highest in the country, 
due to local enthusiasm and ratings for 
the Broncos. (A Broncos-Cleveland 
Browns game holds a Nielsen record 
90 share for a local telecast.) 

In conversations with the team and 
station executives, it appears that pre¬ 
season television rights for 1992 
haven’t gone up this year, and may 
have dropped slightly given the diffi¬ 
cult sales environment, especially for 
televised sports. Execs were reporting 
per-game rights fees of between 
$50,000 and $150,000, depending on 
market size. 

Meanwhile, rights fees for national 
broadcasts to NFL and college football 
games are tied to multiyear pacts that 


kicked in a year or two ago. The big 
three and TNT and ESPN are entering 
the third year of four-year pacts with 
the NFL. Combined, the five net¬ 
works are putting up $3.65 billion for 
NFL rights over four seasons. 

CBS is paying $1,060 billion, or 


about $265 million on average per 
year. However, the contracts are 
structured so that all the networks pay 
less per year in the early part of the 
contract and more in the latter part of 
the pact. 

ABC is paying $900 million over 
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CENTRAL DIVISION 

Chicago 

Bears 

WMAQ(TV) 2 

2 

9 


WGN(AM) 

60-70 

1/3 

S2.4 

$4.0 3 

Detroit 

Lions 

WKBD(TV) 

4 

4 

1/1 

WWJ(AM) 

43 

1/3 

$7 

$1.5 

Green Bay 
Packers 

WBAY-TV 

4 

3 

3/3 

WTMJ(AM) 

51 

N/A 

$.6 

$.7 

Minnesota 

Vikings 

WCCO-TV 

3 

0 

1/1 

KEEY-FM 

92 

2/3 

$1.2 

$1.5 

Tampa Bay 
Buccaneers 

WTOG(IV) 

4 

1 

1/3 

WQYK(AM) 

30 

2/5 

$.7 

$1.0 

WESTERN DIVISION 


Atlanta 

Falcons 

WSB-TV 

4 

0 

1/3 

WSB(AM) 

79 

1/3 

$.9 

$1.4 

Los Angeles 
Rams 

KCBS-TV 

3 

0 

1/3 

KMPC(AM) 

20 

3/4 

$1.6 

$2.0 

New Orleans 
Saints 

WWL-TV 

1 

4 

11/12 

WQUE(AM) 

60 

1/3 

$.8 

$1.0 

San Francisco 
49ers 

KPIX(TV) 

3 

6 

3/4 

KGO(AM) 

50 

3/3 

$2.3 

$2.3 


1 Cowboys retain rights, sell time and plate telecast on 25 stations, including KDFW-TV. 

2 Bears retain rights, sell time and place telecasts on 10 stations, including WMAQ-TV, which is in second yeor of three-year deal to produce games. 

3 Bears expect to net estimated $4 million a year under three-yeor revenue-sharing deal with WGN. 

N/A—Nat Available 
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the life of the pact for Monday Night 
Football , and NBC is paying $872 
million. ESPN and TNT will pay $409 
million each 

According to the league, it received 
$782,873,000 in network television 
rights payments in 1991, or 


$27,960,000 per team. That figure is 
expected to jump 18% to 
$923,790,000, or $34 million per 
team. 

The networks have all said they will 
not make any money on the existing 
contracts and earlier this year pro¬ 
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Buffalo 

Bills 

Empire 1 
Sporls Net. 

i 

—- 

— 

WGR(AM) 

27 

3/4 

S.7 

$.9 

Indianapolis 

Colts 

WIHROV) 

4 

0 

1/1 

WNDE(AM) 2 

WFBQ(FM) 

15 

— 

S.7 

S.8 

Miami 

Dolphins 

waxov) 

3 

0 

i/i 

WIOD(AM) 

25 

2/3 

$1.8 

$1.5 

WQBA(AM) 1 

0 

m 

$.5 

New England 
Patriots 

WLVI-IV 

3 

0 

1/2 

WBZ(AM) 

15 20 

2/3 

$.2 

$14 

Hew York 

Jets 

warn 

4 

0 

1/1 

WCBS(AM) 

0 

5/5 

SlF 

$1.5 

CENTRAL DIVISION 

Cincinnati 

Bengals 

WKRC-TV 

4 

2 

2/3 

WKRC(AM) 

28 

2/3 

[ 

$.8 

$1.2 

Cleveland 

Browns 

woioiw 

3 

0 

— 

WHK(AM) 

WMMS(FM) 

54 

2/3 

$1.3 

$1.8 

Houston 

Oilers 

KHOU-TV 5 

3 

14 

— 

KTRH(AM) 

40 

3/5 

$.4 

$1.5 

Pittsburgh 

Steelers 

WPXI(TV) 

3 

2 

3/3 

WfAE(AM) 

WVTY-FM 

30 

3/3 

$1.1 

$1.3 

WESTERN DIVISION 

Denver 

Broncos 

KCNC(TV) 

4 

0 

2/6 

KOA(AM) 

60 

4/7 

$1.8 

$2.0 

Kansas City 
Chiefs 

KMBC-TV 

3 

10 

1/3 

KCFX(AM) 

65 

1/2 

$.8 

$1.2 

Los Angeles 
Raiders 

KCAL-TV 

4 

0 

2/3 

KFI(AM) 

22 

4/4 

$2.6 

$31 

San Diego 
Chargers 

KGIV(TV) 

3 

0 

2/3 

XETRA(AM) 

0 

2/5 

$1.4 

$1.3 

Seattle 

Seahawks 

KING TV 

4 

0* 

2/3 

KIRO(AM) 

60 

3/5 

$1.4 

$2.5 

J Empire regional cable sporls network bolds rights to Bills, permits noncommercial WNEQ TV to simulcast. 

‘ Sports Marketing Inc. holds rights to Colts, syndicates gomes lo WNDE{AM)-WFBQ(FM) and 1S others, which receive some inventory. 

' wQBA is Spanish-longuaae station. 

£ Browns reloin rights, selllime ond ploce games on WOlO(TV). 

* Raycom holds lights lo Oilers in third year ol live-veoi deal ond syndicates gomes to KH0V1-TV and 14 other slotions. 

6 Prime Sporls Northwest, regional coble network, telecasts Seahawks gomes in region outside ol Seattle 


posed to the league a $200 million 
rebate from the current contract, in 
exchange for a two-year rights exten¬ 
sion that would cover the 1994 and 
1995 seasons. In April, the team own¬ 
ers, by a narrow margin, voted to 
shelve the plan until later in the year, 
hoping for some signs of life in the 
economy in the meantime. 

But network executives say private¬ 
ly that the team owners better think 
seriously about significant relief for 
the networks from the current con¬ 
tract, or they can expect to face drasti¬ 
cally reduced rights offerings for the 
next round of contract talks. 

“The plan on the shelf makes sound 
business sense,” said one network ex¬ 
ecutive. 

“If the owners don’t address it— 
and many are in favor of it, including 
the league front office—then the rights 
for 1994 and '95 are going to be af¬ 
fected.” 

Meanwhile the sports marketplace 
remains a buyer's market due to an 
overabundance of inventory for sports 
generally, coupled with the bearish 
economy. “There are still an awful lot 
of rating points looking for money to 
support them,” said Jerry Dominus, 
executive vice president, J. Walter 
Thompson. 

“The automotive category may be a 
little healthier for sports, but past that 
I’m not aware of any major category 
growth.” 

Other agency executives agreed. 
However, several reported that Turner 
was setting the pace with its NFL 
package and, with aggressive pricing, 
was close to selling out. 

Pricing on Monday Night Football 
is about flat compared with last year, 
with units going for around $258,000. 
According to Marvin Goldsmith, pres¬ 
ident, sales and marketing for ABC- 
TV, MNF is close to 80% sold. 

“Given the current environment, 
we are quite pleased with sales for 
both Monday Night Football and the 
college package,” which includes 
both the College Football Association 
and the Big 10-Pac 10, said Gold¬ 
smith. 

Based on the strong performance of 
ABC’s college ratings last year, the 
network is getting unit price gains of 
about 15% (to $63,500) and is about 
75% sold. “A lot of our success on 
the college level is due to our regional¬ 
izing a lot more of the games last year 
than were done the year before,” said 
Goldsmith. ■ 
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